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Introduction
Why: There is an enduring need for organ donors: In 2018, almost 189,000 people made the choice to register as an organ donor.
Regardless of these numbers, a greater need exists; in the same year, 65% of people on the National Transplant Waiting List did not
receive an organ that they needed or died waiting for one (Health Resources & Service Administration, 2019).
Purpose: Organ donation is a highly promoted campaign in the realm of public health, yet the best way to promote it effectively
remains unclear. This is in part due to the number of factors that go into donation; preconceived attitudes and ideas, misconceptions,
location, and the format the organ donation campaign is presented in make up a complex picture of an individual signing up to be an
organ donor.
Background: Past research on organ donation displays mixed results on the most effective method:
BARRIERS TO DONATION

TYPES OF APPEALS

Individuals not registered as organ donors scored significantly higher on “ick” and
bodily integrity scales but not on knowledge, attitude, subjective norms. (O’Carroll,
et al 2011)
However, the opposite can also be observed; individuals displaying strong positive
attitudes on organ donation are extremely likely to sign an organ donor card
suggesting that organ donation campaigns should potentially attempt to not only
combat negative ideas, but also build a positive perception and highlight benefits
of organ donation (Parisi & Katz, 1986).

When looking at statistical versus narrative campaigns, a
main effect was found for statistical evidence producing
better cognitive reactions and narrative producing better
results for affective reactions (Kopfman et al., 1998).

REASON FOR REGISTERING (PREEXISTING)

Positive Attitudes
VIEW ON OTHER PEOPLE’S CHOICES

Figure 1
Feeling Educated by Time and Group
Main Effect: Significant, both groups
increasing in beliefs that others
should register as donors

Interaction Effect: None, equal
increase for both groups

Hypotheses:
NEGATIVE ATTITUDES/BARRIERS

Variables: overall view, thinking others should be
donors, feeling educated, and perceived benefit

Variables : “ick”, “jinx”, medical mistrust,
bodily integrity

Across Time: Increase from before video to after
video

Across Time: Decrease from before video
to after video

Groups*Time: no significant difference between
emotion and education groups, except education
feeling more educated after

Groups*Time: no significant difference
between emotion and education groups

ABOUT VIDEO

o Trend: Pre-existing strong positive attitudes from both groups (Note
that 87% of participants were registered as donors before watching
the videos)

o Trend: Educational video listed stats as well as how they felt.
Both groups reported feeling hopeful and sad about both of the
messages they received.

o Example Quotes: These included “to help others”, “felt like it was
the right thing to do”, “to provide a life for someone who needs it!”,
or the idea that you don’t need your organs after you die.
Participants also spoke about people close to them who were organ
donors or who had benefitted from receiving organs.

o Example Quotes:
Educational: “20 people die each day waiting for a donor, sad”,
“That one person can save up to 8 and change the lives of closer to
50. Supportive”,
Emotional: “The video made me tear up. It's unfortunate the wife
passed, but amazing they donated her heart to help someone else
and gain positivity from the situation.”

F(1,125) = 1.9, p = .17

F(1,125) = 7.61, p = .007

COMMENTS/ CONCERNS BEFORE VIDEO

COMMENTS/ CONCERNS AFTER VIDEO

o Trend: Mix of no concerns, feeling uneducated on the process,
classic barriers to donation, and feeling their organs may be
insufficient for donation

FEELING EDUCATED ON ORGAN DONATION

Other research has shown that narrative messages were
more effective but the affect of the actual message (sad or
humorous) was not significant (Weber et al., 2006).

Study Goals: The goal of this research project is to better understand preexisting attitudes towards organ donation among college
students (Specifically, Winona State Students), and how two different types of organ donation campaigns (appeal to reason vs emotion)
will affect different attitudes each group has.

POSITIVE ATTITUDES

Results: Open-Ended Response

Main Effect: Significant, both groups
felt more educated after watching
the videos

Interaction Effect: Observed,
educated group felt significantly
more informed than the emotional

F (1,125) = 55.51, p < .001

F (1,125) = 13.60, p < .001

o Example Quotes: “Honestly don’t know much about it!”, “It just kind
of grosses me out imagining them taking out my organs” (the ick
factor), “I have heard stories about preparing to take organs before
someone dies and others like that” (medical mistrust), “I am not an
organ donor because I feel like my body is not very good”

o Trend: Primarily positive overall. For educational video, many
felt more informed. For emotional video, many stated it was
powerful and cool yet others said they felt they did not learn
enough
o Example Quotes:
Educational: “Great video, I feel more informed on the process”
Emotional: “I hope I continue to become more educated on the
topic”, and “I am doing to do further extensive research, thank
you!”

Discussion of Results

REGISTRATION RATES
Variable: Registered as an organ donor
Across Time: Increase from before video
to after video

MAIN FINDINGS: After the video, the educational group indicated they were going to register
as donors at a greater rate than the emotional group, which saw no increase in registration
rates. Additionally, the individuals who received the educational video felt significantly more
educated on the organ donation process.

Misconceptions/Negative Attitudes

Groups: no significant difference in
registration rates between emotion and
education groups

“ICK” FACTOR

MEDICAL MISTRUST

POSITIVE ATTITUDES

PARTICIPANTS

Table 1
Descriptive Statistics for Participants
Variable
Highest education completed
Some high school
Finished high school/ GED
Some college
Earned Associates degree
Earned a BA/BS
Earned Masters/professional
degree
Earned Doctorate/Medical/Law
Currently in college
Year in college
1st year
2nd year
3rd year
4th year
Other
Health related major
Employed
Anticipate/Current working in
health-related field
Currently working in health care
Gender (Male, Female,
Nonbinary)
Male
Female
Nonbinary
Age in years

Frequency
(N)

Percent

2
15
85
10
15

1.5
11.5
64.9
7.6
11.5

3

2.3

1
111

0.8
84.7

28
37
18
25
3
69
99

21.4
28.2
13.7
19.1
2.3
52.7
75.6

78

59.5

34

26.0

20
110
1
Mean (SD)
22.02
(7.87)

F (1,125) = 10.79, p = .001

PROCEDURE

15.3
84.0
0.8
Range
18-74

consent from prior to participating in the study, and were then randomly assigned to
one of two video groups.

Supported Variables: “Ick” and medical mistrust both decreased
as predicted

F (1,125) = 0.09, p = .77

Reasoning: Many participants already had positive views, so
overall view and perceived benefit didn’t change. Additionally,
change in other people’s choices could be due due to it
psychologically being easier to make assumptions that other
individuals will change compared to oneself. Both videos
increased feeling educated, although the educational video did
this significantly more.

Reasoning: Participants had low jinx” and bodily integrity barrier
scores to begin with. “Ick” and mistrust appeared to be a bigger
concern pre-video, and it is likely the video further decreased
existing “ick” and medical mistrust misconceptions in a few
participants by giving them exposure to the process and making
them feel more comfortable with the idea of organ donation.
However, it cannot be concluded why two barriers or negative
attitudes stayed the same while the other two decreased.
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F (1,125) = 13.92, p < .001

Non-Significant Variables
OVERALL VIEW ON ORGAN
DONATION

PERCEIVED BENEFIT

“JINX” FACTOR

BODILY INTEGRITY

Registration Rates

Two Condition Groups:
APPEAL TO REASON/EDUCATIONAL VIDEO

N
122

APPEAL TO EMOTION

Source : HRSA

Source: Lewis Capaldi

Length: 4:57

Length: 3:52

Main Focus: Education on how organ
donation and transplantation works w
statistics

Main Focus: Emotional video of older
man’s wife dying, heart given to a young
mother

https://www.youtube.com/watch?v=K4bS7YZjqhY

https://www.youtube.com/watch?v=bCuhuePlP8o

Demographics
o Age, gender, highest level of education completed,
if currently in college, if a health-related major,
major, if working in health care, anticipate working
in health field

Organ Donation Attitudes
o Bodily integrity
o Medical mistrust
o “Ick” factor
o “Jinx” factor
o
o
o
o

Overall view
View on other’s choices
Perceived benefit
Feeling educated

o Registration across time

M
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Supported Variables: View on other people’s choices, feeling
educated both increased as predicted

-22
2
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Interaction Effect: None,
equal decrease for both
groups

GENERALIZATIONS, IMPLICATIONS
REGISTRATION RATES

MEASURES

DATA ANALYSIS

F (1,125) = 0.52, p = .47

Recruitment: Recruitment of participants was done through promotion by
Psychology, Philosophy, and Marketing professors to their classes at Winona State
University. Personal Facebook and Snapchat were also used to advertise this study.
For some of these classes, extra credit was offered for participation.

IRB/Consent: All participants filled out a Qualtrics survey approved by
WSU’s IRB. Participants were required to read and state that they agreed to a
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Methods

Main Effect: Significant, both
groups decreased attitudes of
mistrust after watching videos

Interaction Effect: None,
equal decrease for both
groups

ISCo
n

Main Effect: Significant, both
groups decreased after
watching videos

NEGATIVE ATTITUDES

The number of individuals who were previously unregistered and after watching the video
agreed to click on an external link and register as organ donors also increased significantly
(c2(N=127), =5.14, p =.016).

Education Group: Number of organ donors
registered increased by five

Emotion Group: Number of people
registered remained constant across time

(N=58 to N=63)

(N=62)

Supported Variables: Hypothesis that registration would be
equal was incorrect, for this group educational approach was
more effective
Reasoning: The number of registered donors in emotional group
remained constant, but increased by five people for the
educational group

o Both appeals work to combat some misconceptions and
negative attitudes such as “ick” and medical mistrust, but do
not as well for other negative attitudes. They also both
increase some positive attitudes (view that other people
should be organ donors and feeling educated) but not others
o College setting- educational videos are more effective overall,
appeal to reason works better for analytical individuals
(Cacioppo et al.,1983, 1996; Howland et al., 1949).
o From these findings, it is recommended Winona State
implements a short mandatory educational Desire to Learn
(D2L) module, or incorporates organ donation education into
freshman orientation class

Limitations, Future Research, Conclusions
Limitations:

Misconceptions/
Negative attitudes

Positive attitudes

Effectiveness, qualitative
data on attitudes

o Open-Ended Response Textboxes

Difference between groups and across time
o 2x2 mixed design ANOVA (i.e., between subjects + repeated measures) was used for the seven Likert-scale questions
Registration rate over time
o McNemar’s test was used to look at categorical data (Yes/No) across time
Demographic Data
o Descriptive statistics were run to provide a better view of participants.

o Small sample size, mostly female. About half of participants were health-related majors, many people who
foresee working in a health-related field. Already strong positive feelings towards organ donation, changes data
o Mostly college students, hard to generalize to greater public
o Study did not require about ethnicity, background and race cannot be ruled out as factors

Supportive Data
Table 2
Means and SD for Attitudes Pertaining to Organ Donation
Within Groups

Variable, M (SD)
Overall View

Combined Groups
Before
After
6.69 (0.57) 6.69 (0.60)

Educational
Before
After
6.66 (0.61)
6.71 (0.57)

Emotional
Before
After
6.71 (0.53)
6.66 (0.63)

View on other’s choice

6.50 (0.74)

6.64 (0.64)

6.44 (0.76)

6.65 (0.59)

6.56 (0.73)

6.63 (0.69)

Feeling educated

5.64 (1.15)

6.23 (0.93)

5.62 (1.12)

6.47 (0.74)

5.66 (1.18)

5.95 (1.04)

Perceived benefit

6.54 (0.79)

6.58 (1.00)

6.56 (0.68)

6.72 (0.51)

6.53 (0.92)

6.42 (1.34)

“Ick” factor

2.26 (1.43)

2.00 (1.21)

2.29 (1.54)

2.09 (1.28)

2.22 (1.31)

1.90 (1.14)

“Jinx” factor

3.08 (1.94)

3.11 (2.12)

2.82 (2.01)

2.88 (2.20)

3.37 (1.83)

3.37 (2.01)

Medical mistrust

2.32 (1.51)

2.00 (1.29)

2.32 (1.57)

1.99 (1.31)

2.31 (1.45)

2.02 (1.23)

Bodily integrity

3.28 (1.56)

3.15 (1.52)

3.31 (1.56)

3.13 (1.53)

3.24 (1.58)

3.17 (1.51)

114 (87.0)

117 (89.3)

58 (85.3)

63 (92.6)

55 (88.7)

54 (87.1)

Registered Donors, N (%)

Note: Significant Main Effects are indicated by blue, while significant effects by group are shown in purple

Future Research Directions
REPLICATION
o Greater sample size
o More non-college participants
o More males
o Inquire about ethnicity

CPNFIRMATION OF REGISTRATION

in this study participants’ registration was not confirmed, it was only asked if they wanted
to register as a donor and a link would appear. In future studies, this registration could be
better accounted for if it could be tested that they actually clicked on the link or made the
choice to register.

Conclusions: While this research is a good start and gives better insight into preexisting attitudes of organ
donation on Winona State’s campus, further research should be done to promote organ donation in the
most effective way to a variety of populations.

